Introduction
While CSR remains a contested concept there has nonetheless been a gradual shift towards a more comprehensive firm role. Early commonly held views assigned a restricted role to firms' social responsibilities as little more than a 'contribution to social betterment'. This has been largely overtaken as firms are required to demonstrate 'high-level ethical decision-making'.
1 The sea change is captured through the European Commission (EC) definition, on which this chapter relies, as 'the responsibility of enterprises for their impacts on society'. 2 The modern interpretation imposes an obligation on enterprises to have processes in place to mitigate any adverse impact and to actively facilitate the prospect of an enhanced outcome by working with stakeholders. It effectively adopts a comprehensive and integrated approach consistent with the triple bottom line -a regard for people, planet and profit. Debate around what constitutes an appropriate CSR definition can be situated within wider interest in the role of the firm. Two extreme positions are signalled within the economics camp. On the one hand Friedman (1970) limits the firm's role to the provision of goods and services -the realization of profit maximization. By contrast Arrow (1973) identifies the moral and ethical obligation that firms must also satisfy.
Notwithstanding the polar opposite positions -it is increasingly apparent that a firm's values matter. A favourable view of a company's genuine commitment to CSR principles potentially fosters consumer loyalty (See Bhattacharya and Sen, 2003; Klein and Dawar, 2004; Garcia et al., 2005) . This has a positive spill-over benefit to shareholders through potentially greater dividend pay-outs.
Corporations place a strong reliance on public policy statements to build public trust of values aligned with societal well-being. The downside risk is reputation damage for firms' not genuinely engaged in highlevel ethical decision-making. Social media and mobile technology provide a range of diverse and easily accessible resources from Facebook to Twitter. Fragmented consumer groups have the increasing capacity to investigate CSR claims and to mobilize into effective lobby groups publicizing firm dishonesty. This medium is of particular significance within the food and beverage industry as consumers increasingly utilize these channels to aid buying decisions especially in light of recent scandals in the food supply-chain, for example, traces of horsemeat found in beef burgers. 4 Oxfam's Behind the Brands 5 report provides some insight into the social responsiveness of the big ten multinational corporations (MNCs) in the food and drink industry. The study uses a balanced scorecard approach to evaluate agriculture sourcing policies across seven critical areas. The live web version of the report tracks MNC response. Initial indications are that MNCs have not made the most use of their powerful bargaining position. MNCs' cite the limited ability to control all aspects of an
